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The continuous development in technological innovations, especially in the banking 
sector, has led to a competitive environment that has changed the way consumers deal 
with banks, and one of the changes is mobile banking services. Although enormous 
benefits can be achieved from using mobile banking services, the acceptance, and 
usage rate of mobile banking in Malaysia is still low. This study was conducted to 
analyze the factors that influence consumers’ intention towards mobile banking in 
Malaysia. The respondents of the survey were generation Y with a sample size of 384, 
which were selected based on random sampling technique. The primary data was 
collected through the use of adapted questionnaires. The survey findings were 
analyzed using the Statistical Package for Social Sciences (SPSS) version 22 and 
Partial Least Square-Structural Equation Modeling (Smart-PLS3). Descriptive and 
Confirmatory Factor Analysis techniques were used for data analysis. Findings 
indicated significant relationships between perceived usefulness, perceived ease of 
use, perceived risk, attitude, and behavioral intention to use mobile banking. It is 
suggested that banks in Malaysia should focus on mobile banking usefulness, easiness, 
and security to further promote efficient service delivery and increase the adoption of 






















Pembangunan berterusan dalam teknologi inovasi, terutamanya bagi sektor perbankan 
telah menyebabkan peningkatan persaingan yang telah merubah cara pengguna 
berurusan dengan Bank. Salah satu pembaharuan adalah penggunaan perbankan 
mudah alih. Walaupun banyak faedah yang diperolehi daripada penggunaan 
perkhidmatan perbankan mudah alih ini, penerimaan dan penggunaannya di Malaysia 
adalah masih rendah. Kajian ini dijalankan untuk menganalisis faktor-faktor yang 
mempengaruhi penerimaan pengguna perbankan mudah alih di Malaysia. Responden 
kajian ini adalah generasi Y dengan saiz sampel sebanyak 384 menggunakan kaedah 
persampelan rawak mudah. Data primer yang dikumpulkan adalah dengan 
menggunakan borang soal-selidik yang telah disesuaikan. Kaji selidik ini dianalisis 
menggunakan Pakej Statistik untuk Sains Sosial (SPSS) dan Pemodelan Separa 
Persamaan Square-struktur (SmartPLS3). Teknik analisis faktor deskriptif dan gejala 
telah digunakan untuk menganalisis data. Penemuan menunjukkan terdapat hubungan 
yang signifikan antara kegunaan, kemudahan, risiko, sikap dan tingkah laku dalam 
penggunaan perbankan mudah alih. Hasil kajian mencadangkan bahawa sektor 
perbankan di Malaysia perlu memberi fokus kepada kelebihan perbankan mudah alih, 
kemudahan dan keselamatan untuk terus meningkatkan tahap perkhidmatan yang 
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This chapter presents the background of the study, an overview of mobile banking in 
Malaysia, problem statement, research questions and objectives, limitation to research, 
significance, and scope of the research 
 
 
1.2 Background of The Study 
 
 
The development in the technological invention has a dominant outcome in the life of 
the millions of people around the globe. Several activities are handled electronically 
through the adoption of information technology in the workplace as well as at home, 
for example, e-mail and e-commerce activities. The internet has become an essential 
part of daily life for both consumers and businesses. Mobile banking, a sub-category 
of mobile commerce, has emerged as a new channel for conducting banking activities 
(Nasri & Charfeddine, 2012). Mobile banking is “A channel whereby the customer 
interacts with a bank via a mobile device such as mobile phone or personal digital 
assistant” (Scornavacca & Barnes, 2004). In addition Shuhidan, Hamidi, and Saleh, 
(2017) stated that mobile banking is a service, provided by the bank or other financial 
institutions that enable their clients to conduct financial transactions remotely using 
portable devices like mobile phone, personal digital assistant (PDA), tablet or other 
smart devices connected to a telecommunication network (Shuhidan, Hamidi, & Saleh 
2017). Mobile banking is also known as cell phone banking and uses several 














Protocol (WAP), and Short Message Service (SMS). Mobile banking is among the 
youngest in a series of mobile technological marvels. While automated Teller 
Machines, banking systems over the phone and the internet provide effective delivery 
channels for traditional banking products, but as the most recent delivery channel 
established by retail and microfinance banks in developed and developing countries, 
mobile banking likely has a significant impact on the market (Safeena, Date, 
Kammani, & Hundewale, 2013). 
According to Shaikh and Karjaluoto (2014), mobile banking exists at the end 
of the 1990s when the German company Pay box, together with Deutsche Bank, 
launched their primary service. At first, it was organized and tried for the most part in 
European countries like Germany, Spain, Sweden, Austria, and the United Kingdom. 
In 2007, Kenya was the first to introduce a text-based mobile banking service called 
M-Pesa (M for mobile and Pesa for money). By 2012, Kenya had more than seven 
million registered users of M-Pesa (Shaikh & Karjaluoto, 2014). As Veijalainen, 
Terziyan and Tirri, (2006) argue that the main driving force behind the rapid adoption 
of small mobile devices is the ability to maintain services and run applications at any 
time, anywhere, even on the move. Mobile banking has become more prevalent in 
developed and developing countries around the world, as evidenced by several studies 
conducted in the United States by Engwanda, (2014), in the United Kingdom by Slade, 
Williams, and Dwivdei, (2013); in China by Yanga, Pang, Liu, Yend, and Michael 
Tarn, (2015); in India by Roy, Balaji, Kesharwani, and Sekhon, (2017); in Pakistan by 
Glavee, Shaikh, and Karjaluoto, (2016); in Malaysia by Shanmugam, Savarimuthu, 
and Wen, (2014) and in Iran by Mehrad and Mohammadi, (2016). According to 
Juniper’s (2016) research, more than 2 billion mobile users will have used their devices 
for banking by the end of 2021, compared to 1.2 billion worldwide this year. The 
growth in mobile banking is driven by the acceptance of banking applications by 
consumers. 
Malaysian central bank (Bank Negara Malaysia) officially accepted and 
permitted mobile banking services in 2005 (Cheah, Teo, Sim, Oon, & Tan, 2011). In 
2009, Maybank Berhad declared being the first bank in Malaysia banking sectors, 
provide mobile banking services to their customers, and launch banking application 
(M2UMap) using iPhone. Maybank's top three popular mobile banking services are 














commercial banks in Malaysia offer mobile banking services to their customers 
(Malaysia's Payment Statistics, 2017). Although, mobile banking services are widely 
adopted in both developed and developing countries, the intention towards mobile 
banking by Malaysian banks customers is relatively low (Shuhidan et al., 2017). 
 
 
Figure 1.1: Penetration rate of mobile banking and internet banking to the total 
population in Malaysia (Bank Negara Malaysia, 2019) 
 
Figure 1.1 presents the penetration rate of total mobile banking users and total internet 
banking users to the total population in Malaysia. At the initial stage in 2005, mobile 
banking was adopted by 0.5 percent of the total population, and in the same era, 
internet banking was adopted by 9.8 percent of the total population in Malaysia. Over 
time, the adoption of mobile banking increased, and more consumers adopted mobile 
banking with the percent of 3.1 of the total population in 2010. As clearly mentioned 
in Figure 1.1, the adoption level further increased from 8.3 percent in the year 2012 to 
14.5 percent in 2013, which is a considerable increase. Contrariwise internet banking 
was adopted by a total of 46.4 percent of the total population in 2012 and 51.4 percent 
in 2013. Developments in technology and advancements in mobile banking 
applications have attracted many individuals and the adoption level pf mobile banking 
increased up to 44.8 percent of the total population till January 2019 while internet 
banking users reached a total of 90.7 percent of the total population in Malaysia. 
 
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
Jan-
19
To the total population 0.5 0.9 1.4 2.1 2.4 3.1 5.3 8.3 14.5 18.4 23 27.8 35.4 44.6 44.8



























Figure 1.2: Mobile banking penetration to total mobile phone holders in Malaysia 
(Bank Negara Malaysia, 2019) 
 
 
Figure 1.2 presents the penetration rate of mobile banking users to the total mobile 
phone holders in Malaysia from 2005 till January 2019, revealed by Bank Negara 
Malaysia. As mentioned in Figure 1.2 the penetration rate of mobile banking in the 
initial stage was 0.7 percent in 2005 to the total mobile phone holders over time more 
individuals adopted mobile banking and the penetration rate increased with the 
percentage of 4.3 of the overall mobile phone holders. Mobile banking adoption level 
further increased from 10.2 percent in 2013 to 20 percent in 2016 of the total mobile 
phone holders in Malaysia, showing a good gesture of a highly increased level. As 
reported by Malaysian Communications and Multimedia Commission (MCMC, 2017) 
mobile phone is the top media choice for most of the Malaysian and the increasing 
level of mobile phone showing a high increase from 68.7% in 2016 to 75.9% in 2017. 
On the other hand, the penetration rate of mobile banking users to the total mobile 
phone holders is 26.8 percent in 2017 while in 2018 it further increased to 34.1 percent 
and in January 2019 it decreased to 32.5 percent. Based on Figure 1.1 and Figure 1.2 
it can be concluded that more efforts needed to be practiced in improving the number 
of users and penetration rate of mobile banking and to find out the influential factors 
which hinder the acceptance and increase in the usage of mobile banking in Malaysia. 
As a result, there is a possibility that mobile banking is still not well-known and its 


































acceptance of mobile banking by the customers and to investigate the factors that 
influence the intention towards mobile banking acceptance in Malaysia. 
The perception of usefulness, easiness, and risk for the acceptance of mobile 
banking is noted in many studies of banking in developed and developing countries. 
More in details, perceived usefulness, perceived ease of use, and perception of risk 
was found to be significant obstacles to the adoption of mobile banking (Tam & 
Oliveira, 2017). Besides, Kishore and Sequeira (2016) mention that individuals have 
a poor understanding of the risks associated with mobile banking, even though they 
are aware. The statistics as per Figure 1.1 and Figure 1.2 is evidence which specifies 
that usage and acceptance of mobile banking among consumers in Malaysia remains 
relatively low to mobile phone holders and total population. This study carried out a 
more in-depth study of the perceived usefulness and perceived ease of use regarding 
mobile banking and characteristics of the perceived risk to provide a more detailed 
understanding regarding the adoption and behavioral intention to use mobile banking 
in Malaysia. 
Also, there is a scarcity of literature that investigates the behavioral intention 
in adopting mobile banking, specifically among Generation Y consumers. As 
mentioned by Shuhidan et al. (2017) that the majority of mobile subscribers in 
Malaysia are generation Y consumers. In generational studies, young people are called 
generation Y (individuals born between 1980 and 1994) (Kim, Knight, & Crutsinger, 
2009; Tan & Lau, 2016). They are the first generation to have spent all their life in the 
digital environment; Information technology fundamentally influences how they live 
and work (Deventer & Klerk, 2017). Generation Y actively contributes, shares, 
searches for and consumes content plus works and plays on social media platforms. 
The generation Y is the early adopters of new technology products and services and 
therefore is considered to be more likely to use mobile banking in the future than other 
age group (Ruth, Parasuraman, & Hoefnagels, 2013). As per statistics by Malaysian 
Communications and Multimedia Commission (MCMC, 2017) that young adulthood 
in the range of 20 to 39 have the highest smartphone percentage in Malaysia. Therefore 
the purpose of this study was to examine the behavioral intention to adopt mobile 
banking services among the Generation Y consumers in Malaysia using the 


















1.3 Problem Statement 
 
 
Mobile banking has been adopted and implemented in developed countries and the 
level of adoption has been an increasing trend in developing countries (Shaikh & 
Karjaluoto, 2014). A literature review of mobile banking adoption conducted by 
Shaikh and Karjaluoto, (2014) revealed that out of 55 studies, ten studies were 
conducted in developed countries, and the remaining 45 studies were in developing 
countries. As per Figure 1.3 among the most commonly investigated territories were 
Southeast Asia that is Malaysia and Singapore, East Asia that is Taiwan, China, and 
Korea, in Africa that is Ghana, Zimbabwe, and South Africa, in South Asia that is 
India; a small number of studies conducted in the USA and Europe that is Finland, 
Germany and Turkey. Also, Figure 1.3 shows the studies conducted in developing 
countries, most of the studies conducted in Malaysia (Shaikh & Karjaluoto, 2014). As 
stated earlier the adoption of mobile banking in Malaysia is lower compared to internet 
banking and total mobile phone holders; therefore there is a need to further investigate 
the influential factors and contribute in the existing literature to also increase the 
adoption level of mobile banking in Malaysia. 
 
Figure 1.3: Mobile banking studies conducted in developed and developing 




























In Malaysia, mobile banking introduced since 2005, despite the exponential 
development, the penetration rate of mobile banking is low compared to internet 
banking (Shuhidan et al., 2017). In summary, derive from the Figure 1.1 and Figure 
1.2, showing the usage of internet banking has been increasing rapidly in recent years 
while mobile banking adoption is comparatively lower to total mobile phone holders 
and internet banking in Malaysia (BNM, 2019; and Shuhidan et al., 2017) (see 
Appendix B). Although mobile phone is the top media choice for most of the 
Malaysian, and the percentage of smartphone users continues to increase from 68.7% 
in 2016 to 75.9% in 2017, showing a high increase in smartphone penetration rate in 
Malaysia, on the other hand mobile banking subscribers are still low compared to 
mobile users (MCMC, 2017). Furthermore, Figure 1.1 and Figure 1.2 shows the 
percentage of mobile banking subscribers compared to the total population, mobile 
subscribers, and internet banking users exposed by Bank Negara Malaysia (Jan 2019). 
The adoption of mobile banking can be slow due to several factors, Tam and 
Oliveira, (2017) in the literature review of mobile banking, mentioned some factors 
affecting the adoption of mobile banking in developed and developing countries. These 
factors are behavioral control, culture, effort expectancy, facilitating conditions, habit, 
hedonic motivation, information quality, consumer’s attitude, interface quality, 
compatibility, credibility, perceived ease of use, relative advantage, perceived risk, 
self-efficacy, perceived usefulness, performance expectancy, price value, social 
influence, subjective norm, system quality, task characteristics, technology 
characteristics, task-technology fit and trust (Shaikh & Karjaluoto, 2014; Tam & 
Oliveira, 2017). In addition, the most commonly considered independent factors 
investigated in empirical studies conducted in developed and developing countries; is 
perceived usefulness, perceived ease of use, perceived risk, perceived trust and 
perceived self-efficacy (Shaikh & Karjaluoto, 2014; Tam & Oliveira, 2017). 
 
Table 1.1 Mobile banking studies conducted in Malaysia 
 
Year Author Factors investigated Theory used 
2006 Amin, Hamid, 




No theory adopted 
2007 Sulaiman, Jaafar, & 
Mohezar, 
Personal innovativeness and 
Demographics 














Table 1.1 Mobile banking studies conducted in Malaysia (conituned) 
2007 Amin, Baba, & 
Muhammad 
Perceived usefulness 





2007 Amin Perceived expressiveness 
Perceived usefulness 
Perceived system quality 
Perceived ease of use 
Social norm 
Intention to use 
Attitude 
TAM 
2010 Amin & Ramayah Attitude 
Subjective norm 
Security and privacy concern 
No theory adopted 







2011 Daud & Kassim Perceived usefulness 





2011 Cheah, Teo, Sim, 
Oon, & Tan 
Perceived usefulness 









Perceived ease of use 
Perceived usefulness 
TAM 
2012 Amin, Supinah, Aris, 
& Baba 
Perceived usefulness 





2012 Teo, Tan, Cheah, 
Ooi, & Yew 
Subjective norms Perceived 
usefulness. Perceived ease of use. 
TAM 
2013 Masrek & Razali Technology Trust 
Trustworthiness 
Institution-Based Trust 
No theory adopted 
2014 Shanmugam, 
Savarimuthu, & Wen 
Perceived usefulness 
Perceive ease of use 
Perceived benefit 
Perceived credibility 
Perceived financial cost 
TAM 
2016 Tan & Leby Lau Performance expectancy 
Effort expectancy 
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